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BUSINESS 
PUBLICATIONS 


Cowles: the inside look — Trade 
paper editor Don Gussow sold his 
Magazines for Industry to Cowles 
Communications. Then he bought it 
back and wrote a book. Here’s what he 
said. May, p. 52 

Can a sample be an audit? — A 
business paper test of job titles, per- 
mitted by the Audit Bureau of Circu- 
lation leads to controversy among the 
business press. June, p. 56 

Business magazines are only half 
sold — Guest editor Clem Kohiman of 
Americam Cyanamid makes a strong 
pitch for Simmons-type research of 
trade papers. Nov., p. 58 


As I See It columns 
on Business Magazines by: 

Fred Wittner — Why isn’t compar- 
ability pursued for business publica- 
tions across the board rather than by 
field. Jan., p. 54 

Fred Wittner — Mother Earth 
News, a new entry into the magazine 
field, has made a great deal of inter- 
esting headway. Feb., p. 54 

Fred Wittner — Things are looking 
reasonably good in the business press 
world, but let’s not get over enthusi- 
astic because they’re not necessarily a 
bed of roses. March, p. 62 

Fred Wittner — Is a business mag- 
azine a good advertising end in itself? 
April, p. 70 

Fred Wittner — The farm books 
are growing and are strong advertising 
vehicles. May, p. 72 

Fred Wittner — We need uniform 
demos on business press readers and 
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fast — for viable ad buys in the books. 
June, p. 64 

Al Ries — Four reasons why you 
should favor direct billing. July, p. 76 

Larry March — The question of 
positioning business publications is 
reviewed. August, p. 77 

Al Ries — The confusion in busi- 
ness papers is reviewed as well as a re- 
quest for a true definition of the term 
“business paper.” Sept., p. 76 

Larry March — The evolution of 
business magazines has been an in- 
teresting history. Discussed this month 
are the unfortunate histories of the 
cut-rates, two-for-ones, and other un- 
usual and unworkabie bargains. Oct., 
p. 74 

Al Ries — The core audience is es- 
sential to the acknowledgement of an 
idea if it is to be accepted by the gen- 
eral public at a later date. Nov., p. 62 

Larry March — The BPA intro- 
duced some new tools which can be 
useful to the industrial media buyer. 
Dec., p. 68 


CONSUMER MAGAZINES 


Magazine regionals — circa 1972 — 
One dollar in six spent on magazines 
buys regional editions. Here’s a look 
at who’s buying and what they get. 
Feb., p. 42 

New book research — What does a 
publisher do if his book is too new for 
a Simmons study? May, p. 62 

Those flexible supps — As three 
giant advertisers plan their use of Sun- 
day supplements, MEDIA DECISIONS 
peeks over their media-planning shoul- 
ders. May, p. 46 

The new ones — What’s new in the 


consumer magazine field? MEDIA DE- 
CISIONS lines them up for your inspec- 
tion and tells who’s buying. May, p. 56 

The exploding sports scene — A 
look at sports magazines and newspaper 
sports sections. Who's buying, what's 
for sale. June, p. 46 

Those store distributed magazines 
— The store books are in a special 
circulation, bought one copy at a time 
at the checkout. August., p. 54 

The king-size magazine page — 
Why some advertisers still find the 
big page in consumer magazines a 
needed advertising medium. Oct., p. 62 

A page for the pitch a column for 
the facts — This is one solution to the 
current hue and cry for more informa- 
tion in ads. It started in medical books; 
now it is being used in general maga- 
zines. Nov., p. 48 


As I See It columns on 
consumer magazines by: 

John Meskil — Can we expect a 
solution to the problem of delivering 
demographic subscribers in regional 
editions? Jan., p. 58 

Sandy Reisenbach — Adjustments 
for out-of-home readership have been 
made, and data has begun being col- 
lected. Feb., p. 56 

Dan Borg — Where’s your target 
market — a magazine’s audience can 
be divided down to reach virtually any 
narrow market segment. This helps 
advertisers reach more prospects per 
dollar. March, p. 54 

David Arnold — Readers should be 
paying more of the costs of magazine 
production. Only in some cases of late 
has this been true, but the picture is 
improving. April, p. 66 








John Meskil — Some of the prob- 
lems plaguing magazine publishers — 
and some of the steps they've taken to 
solve them. May, p. 66 

Sandy Reisenbach — Magazines 
need cases —- magazines can be used 
for more than long copy and image 
ads — but the salesmen must help 
us learn how. June, p. 64 

Dan Borg — What's plus and what's 
minus about pass-along? July, p. 64 

David Arnold — When does spe- 
cial interest become mass? August, p. 
70 

John Meskil — The gains in the 
consumer magazines for the last six 
month period. Sept., p. 70 

Sandy Reisenbach — The research 
available annually on magazines is 
reviewed. One conclusion is that re- 
search is more valuable if it is offered 
on an other than yearly basis. Oct., p. 
76 

Dan Borg — The problems of de- 
teriorating buyer-seller relationships is 
explored. Nov., p. 66 

David Arnold — The complaint 
against questionnaires is raised and a 
plea is put out that their questions be 
reviewed. Most are seen as too sim- 
plistic to offer meaningful results. 
Dec., p. 74 


MARKETING 


We're Rich and Getting Richer — 
part of a series on the U.S. Census 
where Herman Miller of the Census 
and Fabian Linden of the Industrial 
Conference Board explain why dis- 
cretionary income will continue to 
snowball in the U.S. Jan., p. 44 

Eastern Airlines’ Package-Goods 
Approach — How they put it all to- 
gether into twenty airline “packages” 
— Jan., p. 29 

Media Strategy of a Sidewalk-Soft- 
ener — Hush Puppies grew up as a 
newspaper advertiser. Now they use 
tv, special interst magazines and the 
like. Jan., p. 34 

The Housing Boom — part seven 
of the series on the U.S. Census — 
There's good news for marketers about 
housing. High scores are reached for 
this segment of the economy. Feb., p. 
48 

The odd buy — Here's what hap- 
pened when Sharp Electronics bought 
3 minutes of net tv to sell calculators 
— they're happy. Feb., p. 40 

Amtrak Travels the newspaper 
route — Here's what happened when 
Congress turned over the job of selling 
the nation's rai! roads to a team of 
marketing men. March, p. 40 

The bigger, smaller, farm market 


— Part 8 of the census series views 
trends in the farm market, its media, 


and the food that’s being grown. 
March, p. 44 
Special Report: the Spanish-lan- 


guage mkt. — National advertisers 
are jumping aboard and marketing 
experts are after the second largest 
ethnic market. Here’s what's avail- 
able in the media department. March, 
p. 118 

Can a Cosmetic go co-ed? Teenage 
girls have always been pitched for cos- 
metics. Now Bonne-Bell goes after 
their boyfriends by asking them to 
“share” bottles. March, p. 52 

How Toyota uses media — During 
the roll-out years, Toyota was a small 
advertiser. Now they're in the midst of 
a powerful ad campaign and sales are 
up accordingly. March, p. 48 

The leg and the egg — Tie L’eggs 
division of Hanes Hosiery is selling 
panty hose like package goods and 
grabbing a large share of the market. 
April, p. 42 

Part A: Accent on Youth — What 
the 1970 census says about the youth 
market and how to reach it. April, p. 
50 

Part B: Accent on Youth — Nate 
Pinsof of Grey/North tells how to buy 
media that will reach the youth mar- 
ket. April, p. 52 

Keeper of the seal — Nabisco vp- 
communications Harry Schroeter de- 
scribes marketing and media strategies 
used in Nabisco’s full line of cookies 
and crackers and cereals. May, p. 42 

How 10 sick products were revived 
— George Abrams tells how media 
and copy approaches can revive a 
product after a falling market share. 
May, p. 54 

Military media men say they can get 
the recruits, but only with paid space 
and time. June, p. 39 

$14,250,509 problem: George Kar- 
alelas, media director for president 
Nixon’s “November Group” ad agen- 
cy, has this money to work with. Here’s 
the inside scoop on what he'll do. June, 
p. 42 

How Dupont Does It — The giant 
conglometate uses the brand manager 
system and the task method of budg- 
eting. How does this affect media 
plans? June, p. 52 

The image vs. the sale — Guest edi- 
tor John Kelley of Goodyear explains 
the problems of building a quality 
image and attracting bargain hunters 
into retail outlets at the same time. He 
does both, bur finds each job requires 
a different media mix. July, p. 50 

Special Report: Direct response ad- 


vertising — Who's most involved and 
what they say about media plans in this 
fast growth specialty field. Sept., p. 58 

Cigarettes: a situation report — The 
cigarette industry is selling more prod- 
uct while spending fewer dollars than 
before the tv and radio ban. Print and 
outdoor have more than doubled their 
cigarette income. Oct., p. 43 

How Penney moves into national 
media — Guest editor Clint Thompson 
is manager of sales promotion serv- 
ices of the J. C. Penney Company. He 
functions like an advertising manager 
and a media director rolled into one, 
and is a key figure in Penney’s switch 
this month into national media. The 
reasons behind the jump from local 
advertising only to national spot tv, 
net tv, and national magazines. Oct., 
p. 43 

How Texize battles the giants — 
Tommy Greer, president of Texize, ex- 
plains the marketing and media strate- 
gy that have put him out front in spite 
of bigger competition. Nov., p. 50 

Selling a company president on sell- 
ing his company — Guest editor Art 
Duraam gives the theory and then the 
practice in corporate image advertis- 
ing. The example is AMF. Dec., p. 50 

What? Advertise toys in January? 
Fisher-Price Toys has found a way to 
avoid the Christmas rush. They've 
mounted a’campaign after the rush, 
and the retailers love it. Dec., p. 52 


As I See It marketing columns 
by Joe Ostrow: 

What innovations should be con- 
sidered in test marketing a new prod- 
uct as alternatives to the traditional 
test-market systems? Jan., p. 52 

What’s offered in free marketing 
support by various media vehicles and 
promotion packagers — what’s it 
worth, and why use it? Feb., p. 64 

How to construct an ad budget de- 
pending on the type of client you have, 
under a realistic umbrella of dollars 
and sense. March, p. 60 

The identification of target audience 
is essential and should be done prior to 
establishing advertising objectives. 
April, p. 56 

It is imperative that we develop con- 
cise and sound marketing objectives 
before building our media plans. May, 
p. 64 

Marketers continue to have much 
concern on the validation of all mar- 
keting investments. June, p. 58 

This summer there'll be no “down 
time” for marketing men. July, p. 70 

Needed: A common denominator 
for market/media data. August, p. 60 


Strategy is discussed as an evolu- 
tionary step and should be designed to 
make the execution of the more per- 
tinent and meaningful rather than 
echo the objectives. Sept., p. 65 

Due to the recession of °70 and ‘71 
the consolidation of marketing jobs 
was a necessity. But this consolidation 
is limiting in many respects. Oct., p. 68 

The oversimplifications of profile 
matching, ie. women 18-34 buy 40% 
of the product — they receive 40% 
of the marketing weight, is reviewed 
and an alternative is offered. Nov., p. 
74 

Three influences that will be felt in 
the seventies are proliferation, truth 
and individuality. These trends should 
be examined by the advertiser. Dec., 
p. 56 


MEDIA DEPARTMENT 


Guest editor Maury Kelly speaks 
about keeping pace with changes in 
the industry, in messages, and in media, 
and urges an aggressive new approach 
to advertising in his Guest Editorial. 
Jan., p. 90 

Guest editor Tom Glynn, JWT- 


Chicago, states his case for full service 
and gives three examples from his files. 


Feb., p. 36 

Key authority and direction in 
media-decision making is moving up- 
ward as advertisers revamp corporate 
structures. Here’s how the changes line 
up. Feb., p. 33 

Andrew Kershaw, president of Ogil- 
vy & Mather, gives his points of view 
on today’s media problems. May, p. 39 

Here are six commonly held beliefs 
about media planning that guest editor 
Erwin Ephron says are just not so. 
Aug., p. 48 

N. W. Ayer discovered need for a 
uniform system for weighting media 
and markets. Hans Carstensen explains 
how it is done. Sept., p. 48 


Mediology columns 
by Ed Papazian: 

Will the FTC Data Bank program 
and others like it influence the effec- 
tiveness of advertising as a viable mar- 
keting tool. Jan., p. 56 

Youth, in general, is weak when it 
comes to the buying end of the media 
business — they lack initiative, re- 
sponsibility, and so forth. Feb., p. 10 

Ed’s column is turned over to 
George Nucci, who comments on the 
need for better representation by sta- 
tion reps and the need for them to ap- 
proach higher levels of agency man- 
agement. March, p. 10 


Alternate approaches to the.use of 
television are discussed. April, p. 10 

Do the ratings of shows offer further 
qualitative pluses indicative of the at- 
tention spans and general quality of 
the audiences? May, p. 10 

A look at access time — how it has 
affected television in general and syn- 
dication, too. June, p. 12 

A computer model was used to test 
and analyze media buying and found 
that it turned up 35% more impressions 
than had been planned to be purchased. 
July, p. 12 

Regional time buying is discussed 
and is found not to have any particu- 
lar advantage over time buyers located 
in New York. August, p. 12 

The ARB’s Major Market Measure- 
ment service is lauded as beneficial to 
the alert buyer. The weekly should 
give the buyer a more negotiable mar- 
ket. Sept., p. 10 

The boredom that today’s youth are 
suffering from in their jobs is explored 
this month. Oct., p. 15 

The syndicated magazine audience 
survey comes under fire. They were to 
supply meaningful demographics and 
many have allowed themselves to be- 
come catch-all omnibus projects seek- 
ing to cover everything, but in many 
cases missing the target. Nov., p. 16 

The suggestion is made that inde- 
pendent tv networks should band to- 
gether and have Simmons do a study 
comparing them with network affili- 
ates. Projected results: A stand off. 
Dec., p. 10 


MEDIA PEOPLE 


Who’s the media Playmaker? Key 
authority and direction in media de- 
cision-making is moving upward as ad- 
vertisers revamp corporate structures. 
Here’s how the changes line up. Feb., 
p. 33 

Would you raise your son (or daugh- 
ter) to be a media man? MEDIA DECI- 
SIONS put this question to a cross-sec- 
tion of media pros. Here’s what they 
had to say. Feb., p. 46 

The complete media man — Pete 
Petray of Tatham-Laird & Kudner 
tells why he believes a media man 
must be a many-faceted individual. 
April, p. 54 

How not to retire — Six veteran 
mediamen tell of their new career 
switches after age 60, and how they’ve 
found health, wealth, and fun. June, p. 
50 

What’s happening to media ethics? 
Some young people (and some not so 
young) say media buying’s a sordid 


business, so we asked a cross-section of 
buyers how they feel about it — and 
got surprising answers. July, p. 58 
Madison Avenue isn’t the one and 
only — More ad centers throughout 
the U.S. are attracting young media 
planners and buyers. Media salaries 
show signs of stabilizing. This and 
other job market trends are spotted 
by placement specialist Simmy Suss- 


man. July, p. 48 
The President’s controversial media 
advisor — Nobody knows exactly 


what Clay Whitehead does as head of 
the Office of Telecommunications 
Policy, MEDIA DECISIONS lifts the cur- 
tain. July, p. 54 

The radio buy (and the sell) — Six 
radio buyers in three cities talk about 
the buy, circa 1972, with emphasis on 
some of the conditions that help and 
hinder. July, p. 56 

They’re all in on the act — Bob 
Wheeler, in charge of advertising at 
Best Foods, says he loves his agencies, 
but that he and the company make the 
key media decisions. Aug., p. 44 

They switched to media — A first- 
hand report from top flight agency 
media buyers who were converted 
from other branches of the advertising 
business. Sept., p. 56 

The lady is a media director — 
MEDIA DECISIONS visits Pat Haliwell 
at Cunningham & Walsh to find out 
what it’s like to be a media director 
these days. Dec., p. 54 


NEWSPAPERS 


Newspapers, You're Tops says 
Henry Katz — A newspaper buyer of 
long standing, who explains what's 
good about newspapers. Jan., p. 48 

What’s a newspaper stuffer? Direct- 
response advertisers have persuaded 
most newspapers to carry them, but 
most agencymen don’t know how 
they’re done. April, p. 39 

Those flexible supps — Three giant 
advertisers plan their use of Sunday 
supplements. As they go to work, 
MEDIA DECISIONS looks over their 
shoulders. May, p. 46 

Newspaper clearinghouse for elec- 
tion °'72-The bureau of advertising 
has centralized buying and paying for 
political ads to comply with new elec- 
tion laws. June, p. 44 

The exploding sports scene — A 
look at sports magazines and news- 
paper sports section: Who's buying, 
what's for sale. June, p. 46 

The image vs. the sale — Guest edi- 
tor John Kelley of Goodyear explains 
the problems of building a quality im- 








age and attracting bargain hunters 
into retail outlets at the same time. He 
does both, but finds each job requires 
a different media mix. July, p. 50 
Newspapers’ two-way total market 
distribution-Stuffer advertisers in the 
daily press now have the opportunity 
to get truly total market distribution of 
their ads. August, p. 46 
National buyers say: “Don’t sell 
newspaper space by remote control.” 
Denver Post is latest major paper to 
pull back its sales force. This has 
brought a worried statement from the 
4A’s and others. Sept., p. 50 
Newspaper shopper pipeline — Dick 
Neale of the Bureau of Advertising 
has shown newspapers how to secure 
greater consumer rapport. Oct., p. 56 
Mini ads in newspapers — News- 
paper advertisers are reverting to an 
old device to solve new problems. 
Here’s why. Dec., p. 46 


As I See It columns 
on newspapers by: 

Sandy Reisenbach — Do adults 
read newspapers as well as they read 
magazines? What is the optimum size 
page? Jan., p. 56 

John Meskil — This is a good year 
for newspapers; revenues are up, news 
reporting is better than ever. Feb., p. 52 

Dave Arnold — What’s happening 
in Sunday funnies — sales are up, and 
new products are entering the field. 
Here’s a look. March, p. 66 

Dan Borg — Some newspapers 
have a rubber rate card or two, and ad- 
vertisers are getting suspicious of all 
their print vehicles. April, p. 60 

Dave Arnold — What should week- 
lies be doing for their readers and ad- 
vertisers? May, p. 64 

John Meskil — The pricing struc- 
ture of newspapers needs overhauling 
so it can be more realistic and competi- 
tive. June, p. 62 

Sandy Reisenbach — In a presiden- 
tial year what happens to newspaper 
reading? July, p. 74 

Dan Borg — No one’s too old to 
learn from the Bureau of Advertising. 
August, p. 74 


Dave Arnold — The suburban 
press has a brighter future as a na- 
tional medi..a than it once did. This 
is due in part to the U.S. Suburban 
Press Inc. Sept., p. 66 

John Meskil — The Bureau of Ad- 
vertising prepared a survey on the 
working woman. Included in the re- 
sults is how the newspaper medium 
reaches this segment of the consuming 
public. Oct., p. 66 


Sandy Reisenbach — The need for 
a local market computer is voiced. 
Nov., p. 78 

Dan Borg — Newspaper salesmen 
are criticized because for the most 
part they don’t provide adequate serv- 
ice to the agency. Dec., p. 66 


OUT-OF-HOME 


Their rate card is a map — Bill Coli-' 


han and Gerry Brooks, who have taken 
over the old three-sheet poster firm 
(Criterion) discover a strange new 
sales tool, a computerized map of city 
Census tracts, that includes demo- 
graphic data. Nov., p. 60 


Out-of-Home columns by: 

Budd Buszek — Can media be crea- 
tive in out-of-home advertising? Jan., 
p. 65 

Martin Mullany — The outlook for 
outdoor is bright and promising — the 
TAB is improving as is the ooh plant 
facility and outlook for out-of-home 
advertising. Feb., p. 56 

John Tappe — A checklist of good 
and bad things to watch for in select- 
ing and evaluating an outdoor plant. 
March, p. 64 

Roger Bumstead — Standardization 
of terms and education of users are 
two ways the NOAB is helping to 
make outdoor a more vital ad medium. 
April, p. 62 

Martin Mullany — When you dis- 
regard the image problems of outdoor 
advertising, you'll often find it a viable 
ad medium. May, p. 70 

Ted Lord — Two reasons for be- 
lieving in outdoor as a sound medium; 
and a call for research to back up the 
medium. June, p. 66 

Ted Lord — Outdoor is the now 
medium in at least six ways. July, p. 74 

Roger Bumstead — Reports on the 
big half-year for outdoor. August, p. 74 

Martin Mullany — A defense of the 
current 16 and 2/3 rate for outdoor is 
presented. Sept., p. 76 

Ted Lord — Standard outdoor ad- 
vertising is defended against its critics, 
the ecologists. Oct., p. 76 

Roger Bumstead — Complaints 
about recent appropriations of mass- 
transit funds are aired. Nov. p. 78 

Richard Briggs — Outdoor buyers 
are under discussion and it is felt that 
the fraternity of outdoor buyers could 
be helped if they received their initial 
training on the “sales” side. Dec. p. 58 


RADIO 


The exploding sports scene — Why 
male-chasing advertisers turn to sports 
programing in broadcast media. May, 
p. 48 

The radio buy (and the sell) Six radio 
buyers in three cities talk about the 
buy, circa 1972, with emphasis on 
some of the conditions that help and 
hinder. July, p. 5 

The radio seller replies — Seller's 
side of dialogue on how to improve 
radio buying and selling. Sept., p. 62 

What’s behind the cutback in radio 
commercials — Radio buyers hail the 
trend among am radio stations to re- 
duce their commercial time. The 
am’s have to in order to compete with 
fm. Nov., p. 43 

Sex talk radic — is it here to stay 
— It’s the newest and hottest trend 
that is creating a lot of talk in adver- 
tising circles as well as among listeners. 
Dec., p. 43 


As I See It columns 
on radio by: 

Dan Borg — Where is the youth 
market's taste in music going? Jan., 
p. 64 

Dave Arnold — The plea for radio 
data standardization has been heard by 
sellers and researchers — when it 
comes to analysis, there is need for 
more. Feb., p. 60 

John Meskil -—— There are many 
more uses for radio than advertisers 
realize. Here are just a few of them. 
March, p. 58 

Sandy Reisenbach — There is no 
sound data for the radio buyer and 
even though he asks a specific list of 
questions he may not know it at all. 
April, p. 72 

Dan Borg — The Spanish radio net- 
work is working hard and reaching lots 
of Spanish-speaking people. May, p. 72 

Dave Arnold — Radio promotion 
is tough — here’s a description of how 
the Eastman Company is helpful to 
buyers in serving their promotional 
ends. June, p. 68 

John Meskil — Numath print-outs 
offer a check on judgment. July, p. 70 

Sandy Reisenbach — Cume figures 
are what count in radio. Aug., p. 70 

Dan Borg — FM radio stations are 
not happy with the new windshield an- 
tennas. They interfere with the fm sig- 
nal. Sept. p. 74 

Dave Arnold — The importance of 
good selling in spot radio is examined. 
Oct., p. 68 





John Meskil — The problems with 
buying effective radio time are dis- 
cussed. Nov., p. 66 

Sandy Reisenbach — The crying 
need in spot radio is a really effective 
rating guide. Dec., p. 66 


RATES 


Media Costs: The 10-year trend and 
forecast for 1973 — The index of cost 
changes is furnished by the media de- 
partment of J. Walter Thompson, and 
MEDIA DECISIONS has added a .wrecast 
of cost changes in 1973 compared to 
1972 for ten major national advertis- 
ing media. Media covered are network 
tv, Spot tv, network radio, spot radio, 
outdoor, magazines, newspapers. Aug., 
p. 39 


RESEARCH 


Editorial Index for 1971 — A com- 
plete run-down of articles and columns 
appearing in the 1971 issues of MEDIA 
DECISIONS. March, p. 96 

Challenge to Simmons — JWT has 
imported TGI, a syndicated audience 
measurement service. Some magazines 
like the idea, as do some agencymen. 
Here’s a look at what's for sale in 
media research. April, p. 46 

ARB vs. NSI — They're both out 
to win control of the tv market ratings 
business. Here’s what the two services 
offer. August, p. 50 

Can the computer set your ad bud- 
get? The Hendry Method is being of- 
fered as a new way to determine how 
much to spend in advertising based on 
profit potential. Aug., p. 56 

Media Costs: The 10-year trend and 
forecast for 1973 — The index of cost 
changes is furnished by the media de- 
partment of J. Walter Thompson, and 
MEDIA DECISIONS has added a forecast 
of cost changes in 1973 compared to 
1972 for ten major national advertis- 
ing media. Aug., p. 2 

The blue chippers — Research team 
at Benton & Bowles shows how to find 
the professional managerial target 
audience by taking a new look at 
audience data. Oct., p. 58 

Simmons answers his critics — 
Magazine buyers and sellers have a lot 
to say about what they want in syndi- 
cated audience research. Here are 
their suggestions and what Simmons 
says about them. Oct., p. 48 


SPECIAL SECTION: The Top 
500 Millionaire Brands —- First report 
of brand budgeting practices includes a 
list of the top 500, how the top 5 in se- 
lected classifications split their budgets, 


and an analysis of spending strategy in 
major classifications. Dec., p. 105 


As I See It research columns 
by Phil Shiffman: 

What kind of mathematical models 
if any are useful for day-to-day activity 
or long range planning? Jan., p. 62 

The ABC is good for the astute user 
and offers as many indications, al- 
though not all, of a magazine's health. 
Feb., p. 66 

Needed: research on tv pilots: In 
viewing the pilots, be sure to look at 
more than one because the one you 
look at will probably be very highly 
selected and not necessarily representa- 
tive. March, p. 50 

The mix determines amounts of pub- 
lisher efforts to help a publication. 
With some facts and figures. April, 
p. 60 

What does a publisher do if his book 
is too new for a Simmons Study? May, 
p. 62 

Reach and frequency, two com- 
monly misused concepts, are explained 
and defined. June, p. 68 

Why a researcher likes tv market 
ratings. July, p. 76 

Competition in media audience 
measurement is reviewed. August, 
p. 66 

Caution and discrimination are 
stressed when one is using data for the 
marketing industry. Sept., p. 72 

Pros and cons of the new ratings for 
the season. The initial ratings should 
be carefully evaluated for use in re- 
fining schedules. Oct., p. 64 

The special problems in analysis of 
ethnic group data are examined. Nov., 
p. 70 

The reasons for the COLTRAM 
study are reviewed. Prime reason be- 
ing to obtain some benchmark data on 
the level of television viewing in local 
markets. Dec., p. 72 


TELEVISION 


Eastern Airlines’ Package-Goods 
Approach — how they put it all to- 
gether into twenty airline “packages.” 
January, p. 29 

Who's Happy About TV's prime- 
time access rule? Here's how agencies, 
networks, and syndicates view the situ- 
ation since last fall when the “hot half 
hour” became prime time for syndica- 
tions — and little else. Jan., p. 40 

The odd buy — Here’s what hap- 
pened when Sharp Electronics bought 
3 minutes of net tv to sell calculators 
— they're happy with their switch of a 
business campaign to tv. Feb., p. 40 


Can air advertising survive the FTC- 
FCC squeeze? What's happening in 
Washington that may or may not af- 
fect advertising — what do the adver- 
tisers and the media think and what's 
going on in the nation’s capital? 
March, p. 35 

FCC Chairman contends he’s pro- 
advertising — FCC's Miles Kirkpat- 
rick, in a special MEDIA DECISIONS in- 
terview, tells that he is fully in favor of 
honest, sincere advertising which tells 
the truth. March, p. 38 

The exploding sports scene — Why 
advertisers chasing males turn to sports 
in radio and tv. May, p. 48 

Round two for access time — Major 
advertisers are increasing their use of 
trade-out syndication to fill their Ac- 
cess Rule Time. But media-program- 
ing specialists at top 20 agencies still 
predict it will fail in the long run. July, 
p. 43 

ARB vs. NSI — They're both out to 
win control of the tv market ratings 
business. Here’s what the two services 
offer. August, p. 50 

What's best for tv spot buying? Poo! 
or brand? The demise of Colgate’s spot 
tv buying pool at Bates was a shocker. 
What's behind the switch? What does 
it portend? Sept., p. 52 

The spot tv paperwork jumble — A 
round table discussion led by guest 
editor Bob Liddel with George Simko, 
Joe Ostrow, Jack Fritz, Walter Nilson, 
Jack Brennan and George Lily as 
participants. Oct., p. 52 

How Frank & Howard case a mar- 
ket — They're the top at Cunningham 
& Walsh and the pictures show what 
they do on safari to a tv market that’s 
changing. Nov., p. 54 

How the Nixon broadcast buys were 
made — How SFM executed the care- 
ful buying of the Republican candi- 
date’s election campaign. Dec., p. 48 


As I See It television columns by: 

Dave Arnold —- What is the future 
of children’s tv? How will this affect 
the advertiser? Jan., p. 60 

Dan Borg — Virtually everyone has 
a different opinion on this year in tv. 
Tv is soft now; rates are low and may 
decline further. Feb., p. 66 

Sandy Reisenbach — The compli- 
ance to the FCC's prime time rule has 
led in some cases to even more clutter 
than ever before. March, p. 69 

John Meskil — It’s now tougher 


than ever to determine ratings and 
shares for new and returning shows. 
April, p. 64 
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Sandy Reisenbach — Networks are 
trying to program better even though 
admen feel the new season will bring 
“safe bets” and facsimilies of last sea- 
son's hit shows. May, p. 74 

Dan Borg — Conditions are chang- 
ing, rates are climbing, here are some 
hints on how to keep your head in 
making the media buy. June, p. 60 

Dave Arnold — We measure audi- 
ences but not results in communica- 
tion. July, p. 66 

John Meskil — 
shows — fair 
August, p. 62 

Sandy Reisenbach — Tennis is re- 
viewed as the sleeper spot for tv cov- 
erage. Sept., p. 80 

Dan Borg — Tv today is not fea- 
turing programing that is current. Sug- 
gestions as to up-dating it are offered. 
Oct., p. 78 

David Arnold — The complaints 
heard about tv programing indicate 
the importance of the vehicle in the 
lives of people today. Nov., p. 76 

John Meskil — The volume of tv 
commercials is thought to limit their 
effectiveness. The “clutter” problem 
in America is compared to the non- 
clutter problem in England. Dec., p. 74 


Forecast on fall 
and warmed over. 


GOVERNMENT 


Will Advertising Answer the FTC? 
— A call for action — Herb Zeltner 
joins MEDIA DECISIONS in urging ad- 
men to take the recent FTC hearings 
seriously — and offers specific pro- 
posals for a course of action. Jan., p. 38 

We're Rich and Getting Richer — 
part six of a series on the U.S. Census 
where Herman Miller of the Census 
and Fabian Linden of the Industrial 
Conference Board explain why dis- 
cretionary income will continue to 
snowball in the U.S. Jan., p. 44 

FTC Chairman contends he’s pro- 
advertising — FTC’s Miles Kirkpat- 
rick, in a special MEDIA. DECISIONS in- 
terview, tells that he is fully in favor of 
honest, sincere advertising which tells 
the truth. March, p. 38 

Can air advertising survive the FTC- 
FCC squeeze? What’s happening in 
Washington that may or may not af- 
fect advertising — what do the adver- 
tisers and the media think and what's 
going on in the nation’s capital? 
March, p. 35 

Newspaper clearinghouse for elec- 
tion *72 — The Bureau of Advertising 
has centralized buying and paying for 


political ads to comply with new elec- 
tion laws. June, p. 44 

$14,250,509 problem —- George 
Karalekas, media director for president 
Nixon’s “November Group” ad 
agency, has this money to work with. 
June, p. 42 

Military media mess: some pay, 
some don’t — Military mediamen say 
they can get the recruits, but not with- 
out paid space and time for their cam- 
paigns. June, p. 39 

What’s happening to media ethics? 
Some young people (and some not so 
young) say media buying’s a sordid 
business, so we asked a cross-section of 
buyers how they feel about it and got 
.ome surprising answers. July, p. 58 

The President's controversial media 
advisor — Nobody knows exactly 
what Clay Whitehead does as head of 
the office of Telecommunications Pol- 
icy, MEDIA DECISIONS lifts the curtain. 
July, p. 54 

Round two for access time — Major 
advertisers are increasing their use of 
trade-out syndication to fill their Ac- 
cess Rule Time. But media-program- 
ing specialists at top 20 agencies still 
predict it will fail in the long run. 
July, p. 43 








1972 GUEST EDITORS 


January, Maurice L. Kelley Jr., vp- 
marketing planning and advertising for 
Eastern Airlines. 

Feburary, Thomas J. Glynn, media 
director for J. Walter Thompson — 
Chicago. 

March, Barney Brogan, National ad- 
vertising manager for Toyota. 

April, Pete Petray, vp-director of 
media services at Tatham Laird & 
Kudner — Chicago. 

May, Harry Schroeter, vp-communi- 
cations Nabisco Inc. 

June, George Karalekas, director of 
media operations of the November 


Group on loan from Canada Dry where 
he is director of advertising services. 
July, John P. Kelley, vp-advertising of 
Goodyear Tire and Rubber Co. 
August, Erwin Ephron, vp-director of 
marketing services at Carl Ally. 
September, Clint Thompson, manager 
of sales promotion services at J. C. 
Penney Co. 

October, Robert L. Liddel, senior vp- 
media director of Compton Advertis- 
ing. 

November, Clem Kohlman, ad mana- 
ger of organic chemicals division of 
American Cyanmid. 

December, Art Duram, president of 
Fuller, Smith & Ross — New York. 
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